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Abstract  
  
The powerful global reach of the Internet is altering the international trade 
landscape. As a consequence of this influence traditional international trade theory 
and the theory of internationalisation is in need of re-examination (Petersen, Welch & 
Liesch, 2002). The Internet’s influence on international marketing is a positive one as 
the technology enhances internationalisation and the capabilities of firms to grow 
into new and existing foreign markets. That is, the Internet has the capability to 
generate geographical foreign market expansion and future growth for the firm 
(Petersen, Welch & Liesch, 2002; Kotabe & Helsen, 2004) a concept known as 
Internetalisation.  However, it is yet to be determined as to how much or at what level 
the Internet influences internationalisation, and thus international market growth. 
Both international market penetration and the development of new international 
customers are achievable goals for the Internet enlightened firm. Subsequently, the 
research problem “Does the Internet influence market growth strategies in 
international markets, if so, how and why?” has been developed for research 
investigation.  
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Introduction  
The Internet has evolved into a mechanism for new international market 
opportunities. As a consequence of transactional and communicational capabilities the 
Internet has become an efficient and effective conduit for global trade and foreign 
market expansion. Internationalisation online is the ability of a firm to utilise the 
Internet medium to facilitate international foreign market expansion. That is, a firm 
can either internationalise online through international market penetration of existing 
customers based in international markets. Or the firm can develop completely new 
international markets with existing products. Also known as Internetalisation this 
phenomenon of internationalisation through the Internet is still in its infancy. As a 
consequence this body of work is still limited. More specifically, considering 
Internetalisation has a strategic emphasis, strategy should be a primary research focus. 
However, research to date has predominantly emphasised external and internal 
factors, which although important are peripheral variables to core strategic decision 
making in international growth.  With this background, this paper has six main 
sections.  The first and second sections address the macro environmental issues and 
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the internal industry influences on Internet based international market growth.  Next, 
the integration of offline and online marketing is discussed.  The fourth section 
analyses the concept of Internetalisation, followed by a discussion in the fifth section.  
The paper concludes with suggestions for future research and implications.  The 
contribution of this paper is that it develops a strategic focus to analysing international 
market growth on line.  Having set the scene, the macro influences will be addressed 
next. 
 
 
Macro influences 
Although macro environmental influences are somewhat external to strategy, within 
international markets these factors have significant impact on decisions made 
concerning international growth. Macro influences on internationalisation through the 
Internet have been distilled into three main areas; political, legal and cultural. Firms 
need not have a physical presence in a country or state to feel the effects of that state’s 
pertinent political regime (Zugelder, Flaherty & Johnson, 2000).  These political 
regimes blur the understanding of this medium for international marketers. Indeed, 
political ideology impacts directly on the international marketer’s ability to develop or 
penetrate further into markets. Further, international laws can be quite complex for the 
marketer when attempting to create an international web presence (Samiee, 1998b; 
Harrison-Walker, 2002) and influence marketing strategies online in the international 
environment (Zugelder, Flaherty & Johnson, 2000).  
 
Within cultural influences language preferences, miscommunications, multi-
linguistics, site content, local networks, customs, and trends are important influences 
as is their impact on the implementation of international marketing activities (Quelch 
& Klein, 1996; Davis, 1999; Harrison-Walker, 2002).  Industry specific influences. 
 
Internal environmental influences such as human and capital resources, readiness of 
firms, company size and industry specific factors are considered significant on the 
marketing efforts when entering the international online arena (Freeman, 1998; 
Palumba & Herbig, 1998; Arnott & Bridgewater, 2002).  However, internal issues and 
other micro environmental issues may be dependent on industry specific elements as 
some industries are affected by the Internet technology more significantly than others. 
For example, information based products and services such as the banking, music, 
publishing, computer software and travel industries have a decisive advantage in a 
digital environment or products that can be digitalised (Arnott & Bridgewater, 2002; 
Petersen, Welch & Liesch, 2002).  
 
Further, marketing managers have an influence on the process of market growth 
strategy their strategic orientation profile becomes a determinant in the 
internationalisation of the firm online. Managers can take either a strategic proactive 
internationalisation stance or react to the market accordingly. This orientation to 
internationalising the firm online is generally based on the experience and knowledge 
of the manager (Siegel, 2004).  
 
Integration 
Online marketing involves integrating online and offline tactics that will compliment 
and reinforce each other (Harvin, 2000). New models of strategic thinking are 
required to integrate the unique elements of online marketing (de Chernatony, 2001). 
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Classical models recognise the dynamic role that consumers play in the strategic 
decision making process (de Chernatony, 2001). That is, more than ever customers 
have power over what the firm deliver in respect to information in an online 
environment.  Subsequently companies must look at consolidating strategy in an 
integrated way.  Integration of strategy in an online and offline environment may not 
mean a consistent strategy. On the contrary, integration of strategy just in an internet 
marketing context implies that the firm commit to the Internet as part of the total 
strategic approach. That is, the Internet should not be isolated as separate from the 
firm. This area of research is still undeveloped and it is yet to be determined as to the 
full understanding of integration and consistency of domestic, international, offline 
and online strategic decisions. 
 
Internetalisation theory 
The Internet has become a recognised means for internationalisation (Melewar & 
Stead, 2002). Consequently the nature of internationalisation has shifted (Overby & 
Min, 2001; Petersen, Welch & Liesch, 2002) and subsequently the components of 
internationalisation theory have altered (Petersen, Welch & Liesch, 2002; Buttriss & 
Wilkinson, 2003). So much so that post Internet internationalisation has been referred 
to as Internetalisation as opposed to internationalisation by some researchers (Buttriss 
& Wilkinson, 2003). There is consistency in the research in relation to the acceptance 
of alterations and acceleration of elements of internationalisation. However, 
conjecture in the literature is present, as to which model of internationalisation truly 
depicts the Internet’s impact on conservative theory, otherwise known as the stages or 
process models of internationalisation.  
 
Predominantly, research has focused on network theory philosophy in the 
interpretation of the Internet’s influence on internationalisation theory (Hamill, 1997; 
Buttriss & Wilkinson, 2003). That is, the majority of research currently assumes 
network theory to be the most prudent foundation theory of internationalisation theory 
post Internet. However, these assumptions are without true exploration, and not all 
subscribe to the parameters set out in network theory. Further, some would advocate 
more conservative internationalisation theories, such as a stages theory or the 
transactional cost model, still has merit in today’s electronic global trading 
environment (Bennett, 1997). In the new Internet economy alternative theories are 
being proposed for evaluation. These alternative theoretical explanations of 
internationalisation post Internet stem from supply chain management and 
knowledge-based theory (Overby & Min, 2001; Petersen, Welch & Liesch, 2002).  
 
Theory founded in supply chain management extends on current understandings of 
network theory. That is, the theory of international supply chain management (ISCM) 
is proposed as the implementation of the network orientation as a new explanation of 
internationalisation in an Internet commerce environment (Overby & Min, 2001). The 
premise founding ISCM theory questions the internationalisation theory by the 
traditional stages, as this more conservative stages theory advocates an ultimate goal 
for firms of vertical integration (Overby & Min, 2001). However, what is absent is an 
explanation of the significant disintermediation taking place within many industries. 
That is, some industries and their supply chains have been crucially altered. For 
example, the airline industry has direct transactional relationships with the end user, 
as opposed to using an intermediary such as a travel agent or consolidator. This 
change in the supply chain due to the Internet highlights the significant emphasis 
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firms place on vertically integration, due to the capabilities of the Internet, thus 
contradicting the foundation of ISCM of non-vertical integration as a major goal. This 
is not to suggest ISCM is not without merit. However, there are limitations within this 
theory to fully explain current internationalisation post Internet.   
 
Further, Petersen, Welch and Liesch (2002) propose a rethink of internationalisation 
theory in light of significant changes to information dissemination due to the Internet. 
Information and knowledge have altered internationalisation significantly enough to 
warrant a complete new exploration of internationalisation theory (Petersen, Welch & 
Liesch, 2002). The Internet has reversed conventional understandings of learned 
knowledge. That is, learned knowledge of international markets and foreign market 
expansion is traditionally perceived as a slow and cumbersome process (Petersen, 
Welch & Liesch, 2002). Although the Internet alleviates some of the traditional 
perceived barriers to internationalisation, this does not give credence for a completely 
new internationalisation theory. More accurately, the research of internationalisation 
theory needs to incorporate or modify internationalisation components. 
Internationalisation components affected by the Internet also impacts strategic 
decisions of international growth and thus needs evaluating. 
 
In light of the of the significant influence of the Internet many commentators, authors 
and researchers have argued that a new marketing paradigm is needed due to the 
Internet (Hamill, 1997; Hoffman & Novak, 1997; Samiee, 1998b; Samiee, 1998a; 
Prasad, Ramamurthy & Naidu, 2001; Darby, Jones & Madani, 2003). Some would 
even go as far as to name this new paradigm ‘Internet international marketing’ (IMM) 
(Eid & Trueman, 2002). Even with the limited focus on strategy one thing is constant 
in the literature, that is, the need for a more strategic perspective in the decision 
making process for firm’s in a digital environment (Porter, 2001; Simeon, 2001; 
Murphy & Bruce, 2003). New innovations online are creating opportunities beyond 
simple marketing and communications (Simeon, 2001). To take advantage of these 
Internet innovations firms with a strategic perspective will capitalise on long term 
value creation for current and potential customers (Murphy & Bruce, 2003). The 
Internet as a source of advantage has been neutralized to some extent as a competing 
company can duplicate a competitive advantage online with relative ease (Porter, 
2001).  However, traditional firm based competitive advantages can be transferred 
online as core competencies are a solid platform for marketing strategy (Murphy & 
Bruce, 2003). Current corporate trends however tend to ignore the need for strategy 
and as a consequence short-term price setting strategies are the predominant focus, 
thus, a long-term profit focus is being eroded (Porter, 2001). Thus, long-term strategic 
growth has become an integral part of international market decisions concerning 
online strategy. However, due to the lack of emphasise placed on strategy in the area 
of international marketing online a research problem has been developed, that is: 
“Does the Internet influence market growth strategies in international markets? If 
so, why and how? ” 
 
Further, four research issues have been developed for exploration to help investigate 
the research problem surrounding strategy. 
¾ RI. 1 Has the Internet altered the internationalisation of the firm? If so, how 
and why? 
¾ RI. 2 Has the Internet influenced the process of developing international 
growth strategy? If so, how and why? 
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¾ RI. 3 Has the Internet accelerated the process of international market 
penetration? If so, why and how? If not, why not? 
¾ RI. 4 Has the Internet accelerated the process of international market 
development? If so, why and how? If not, why not? 
 
This is not to argue that international marketing online is so distinct from international 
marketing in general. National borders still remain important, as many of the 
challenges are not new to international marketing (Guillen, 2002).  That is, the core of 
global strategy still remains an understanding of local responsiveness and global 
integration issues, even online (Guillen, 2002). This argument is extended through 
product digitalisation. Although Guillen focuses on strategy, his research neglects to 
incorporate the important digitalisation phenomenon identified by Peterson, Welch 
and Liesch 2002 as significant to the evolution of internationalisation. What still 
remains unresolved, however, is the level of change that has actually taken place to 
international market expansion due to the Internet. 
 
Discussion 
The Internet as a medium of international trade has been advocated as the most 
significant advancement to global strategy in recent years (Melewar & Stead, 2002).  
As a consequence the literature surrounding the impact of the Internet on international 
marketing has been growing over recent years. However, ‘there remains considerable 
opportunity for future exploration into international e-marketing’(Harrison-Walker, 
2002, p.19). 
 
One way of looking at the evaluation of the Internet is not to analyse the area in 
isolation. That is, a strategic perspective should encompass the firm in its entirety. 
Thus, strategic research in international marketing online must consider holistic 
corporate strategic theory first such as directional expansion strategy. One 
expansionary strategy that could be used as an analytical tool for exploration is 
Ansoff’s growth vector (Ansoff, 1965, 1969; Ansoff & McDonnell, 1988; Aaker, 
1998, 2001). As discussed earlier, if international marketing expansion has been 
impacted on so significantly by the Internet it stands to reason that a simple proven 
market growth strategic concept should be used to evaluate the phenomenon. By 
using a simplified market growth theory for an analytical tool the findings are not 
diluted by theoretical complexities and can portray a stronger representation of the 
subject area. It is not the argument of this paper to highlight wholesale differences 
between offline and online international growth strategy. However, it is the argument 
that more research is needed in the area of international marketing online and strategic 
decisions concerning growth. This is to get a better picture of the phenomenon and a 
more precise understanding of growth options for firms and that impact on 
internationalisation theory. 
 
Future direction of research and implications 
Conceptualisation although essential in the evolution of the body of work is limited in 
its ability to give verification or confirmation of propositions and hypothesis. 
Exploratory research should precede any quantitative projects at this stage as the 
constructs, processes and standards are still to be set in a consolidated theoretical 
model. 
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This research project will advance current theory with respect to international market 
growth (Peters, 1993; Aaker, 1998; Aaker, 2001). With the rapid emergence of the 
Internet phenomenon concerning global and international trade, academics are forced 
in the most part into a reactive stance.  Therefore, the findings from this research 
project will add to the present international marketing literature. Secondly, and more 
specifically this research will go some way to alleviating the current gap in the 
literature by extending the theoretical understanding of online international market 
development growth strategies (Peters, 1993; Aaker, 1998; Aaker, 2001).  
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